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As the eighth largest cosmetic country, the secondary rank in the Asia, China 
cosmetic business has become the most important increasing point of economy with 
15% annual increasing rate. Meanwhile color cosmetic market has been expecting 
among the commodity industry. Due to lacking of experiences and knowledge, 
customers are normally facing the difficult situation to make the choice on the 
different cosmetic products. Based on above cases and market research, we have 
raised up our solution and set up WT Cosmetic Ltd to take the practice on the 
developing customization project of individualized color cosmetic products by 
making analysis on the market environment, operation way, marketing plan, cost 
control, financial plan,  and ideally realizing our business objective. 
        WT cosmetic Ltd will cooperate with an international brand product D, We will 
introduce the individualized equipment and professional makeup trainer with the 
original makeup concept, An O2O business promotion model will be applied to 
develop the company business. The research finally show that we will gain more 
than 45% of gross margin during the open up and media term. With the enlarging the 
market application, We will target to have 35% gross margin as least. All these prove 
that it is a promising business plan.  
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